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1 . 


A. COMPANY OVERVIEW 


PHILIP MORRIS, USA is planning to introduce a 

new STREAMLINE "ULTRA SLIM" CIGARETTE in the 

U.S. 


B. CATEGORY OVERVIEW 


Currently, the "ULTRA SLIM" CATEGORY is 
comprised of ONE ENTRY - CAPRI - in 
REGIONAL TEST MARKET by Brown & Williamson 
Tobacco Co. 



According to research prepared by PHILIP 
MORRIS, CAPRI will be a threat to PHILIP 
MORRIS’ CURRENT MARKET SHARE. 
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PRODUCT OVERVIEW 



This new STREAMLINE "ULTRA SLIM" cigarette 
is to be INTRODUCED to the MARKETPLACE and 
as a result of its CIRCUMFERENCE, it will 
provide LESS TOBACCO, supported by a LOWER 
AMOUNT OF SIDE STREAM SMOKE. 


TAR AND NICOTINE LEVELS will be at parity with 
other LOW TAR products. 


PACKAGING will be THIN, SIMPLE AND CONVENIENT, 
and vary according to positioning alternatives. 


PRICING is undetermined due to positioning 
alternatives. 


DISTRIBUTION will be via normal cigarette 
outlets: 

- SUPERMARKETS 

- DRUGSTORES 

- CONVENIENCE STORES 

- LIQUOR/MISCELLANEOUS 

- VENDING MACHINES 
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LINE EXTENSIONS have not yet been determined 
due to positioning alternatives. 


ENGLISH is to be the PRIMARY language. 


HEAVY ADVERTISING will most likely be 
implemented via extensive print medium. 


TRADEMARK CLASSIFICATIONS: CLASS 34/SMOKERS’ 
ARTICLES. 
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2. 


PRODUCT CHARACTERISTICS: 



The PRIMARY CHARACTERISTICS of this new product 
are: 


THINNER THAN ORDINARY CIGARETTES 


LESS THE TOBACCO OF ORDINARY CIGARETTES BECAUSE OF 
ITS CIRCUMFERENCE 


STYLISH AND FASHIONABLE CONSUMER PERCEPTION 
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3. 


The PRIMARY CONSUMER BENEFITS of this new product 
will be as follows: 


* ENHANCED STYLE AND SOPHISTICATION 



» LESS TOBACCO; PERCEPTION OF LESS SIDESTREAM SMOKE 
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BRAND NAME DEVELOPMENT : 


BASED ON THE DEFINED INTRODUCTION AND BACKGROUND 
INFORMATION, A BRANDING STRATEGY REPORT WAS DEVELOPED 
TO REFLECT SUGGESTIVE/BENEFIT ORIENTED NAMES WITHIN 
THREE ALTERNATIVE CONCEPTS. AS DISCUSSED IN THE INTERIM 
MEETING, THESE CONCEPTS ARE AS FOLLOWS: 


I. "A LA CAPRI" 

II. CARTIER 

III. SOCIALLY ACCEPTABLE 
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5. CREATIVE EXECUTION 


5.1. CREATIVE GROUPS: 



DURING THE CREATIVE PHASE OF PROJECT COSMO WE 
HAVE RUN A TOTAL OF NINE (9) CREATIVE GROUPS IN 
SEPARATE LOCATIONS. THE PURPOSE OF THESE GROUPS HAVE 
BEEN TO SERVE AS IDEATION SESSIONS FOR NAME 
DEVELOPMENT. AS WELL AS A SOURCE OF QUALITATIVE 
FEEDBACK ON A CONTINUING SAMPLE OF NAMES. NATURALLY, 

AS NEW NAMES WERE CREATED THROUGHOUT THE PROCESS, THOSE 
NAMES WITH PERCEIVED POTENTIAL WERE THEN FED INTO THE 
SYSTEM FOR GROUP EVALUATION. AS THIS PRODUCT IS 
INTENDED FOR THE DOMESTIC MARKET, ONLY THOSE 
PARTICIPANTS IN THE U.S. TOOK PART IN ANY EVALUATORY 
MEASURES. 


THE STANDARD FOR MEASUREMENT HAS BEEN A CONSUMER 
RANKING OF NAMES AGAINST A CONCEPT STATEMENT (BASE 
PRODUCTS AND PRODUCT ADVERTISING WERE ALSO SHOWN). 

UPON SUCH RANKING, CONSUMERS WERE THEN ASKED TO PROVIDE 
RECALL ON THESE NAMES - GIVING US A GOOD FEEL AS TO A 
NAME’S "FIT" TO THE PRODUCT, MEMORABILITY, 

DISTINCTIVENESS, ETC. FOR THE PURPOSE OF THESE 
EXERCISES NO GRAPHIC NAME TREATMENT WAS SHOWN. 
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THE DATA FROM THESE GROUPS HAS SERVED TO DRIVE OUR NAME 
RECOMMENDATIONS AND PROVIDE US WITH A BROAD PLATFORM 
FROM WHICH TO RATIONALIZE OUR SELECTIONS. IT SHOULD 
NOT HOWEVER, BE USED AS A DEFINITE MEASUREMENT FOR A 
FINAL NAME SELECTION, AS CERTAIN STEPS ARE STILL 
NECESSARY PRIOR TO ANY FORMAL SELECTION. THESE STOPS 
INCLUDE PHILIP MORRIS LEGAL APPROVAL, AND FURTHER NAME 
TESTING RESEARCH. WITHIN THIS RESEARCH, WE WOULD 
RECOMMEND GRAPHIC NAME TREATMENT SPECS TO BETTER 
ILLUSTRATE THE CONTEXT OF THE NAMES TO TEST 
PARTICIPANTS. AS HAS BEEN DISCUSSED THESE STEPS WILL 
POSTDATE THIS FINAL NAME PRESENTATION. 


THE CREATIVE GROUPS WERE HELD AS FOLLOWS: 


NEW YORK 
LONDON 


8 GROUPS 
2 GROUPS 


THE LANGUAGE COVERED BY THE GROUP PARTICIPANTS 
WAS ENGLISH. 
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5.2. 


PARTICIPANT DEMOGRAPHICS; 


EACH GROUP WAS MADE UP OF 8-10 PARTICIPANTS. 


APPROXIMATELY 55% OF THE GROUP PARTICIPANTS WERE 
FEMALE. 


ALL PARTICIPANTS WERE SMOKERS, IN FACT MANY WERE 
CURRENT USERS OF THE POTENTIAL BASE BRAND 
EXTENSION/FLANKER. 


VIRGINIA SLIMS 

18% 

BENSON & HEDGES 

22% 

MERIT 

19% 


OTHER PARTICIPANT/BRAND USAGE INCLUDED MARLBORO, 
VANTAGE, WINSTON, KENT, SALEM, MORE, LAMBERT & 
BUTLER, AND DUNHILL. 


ALL PARTICIPANTS LIVED IN OR OF PROXIMITY TO THE 
NEW YORK AND LONDON AREAS. 


THE AGE GROUP OF THE PARTICIPANTS WAS FROM 19-50 
YEARS OLD, WITH APPROXIMATELY 80% BETWEEN 25-44 
YEARS OF AGE. 


EACH PARTICIPANT HAD A HOUSEHOLD INCOME OF 20 M +. 


GROUP PERSONALITY WAS COMPOSED OF ALL SMOKERS, 
INCLUDING A COLLECTION OF JINGLE WRITERS, ENGLISH 
TEACHERS/MAJORS, AND THOSE WITH A WORKING 
KNOWLEDGE OF THE ENGLISH LANGUAGE. 
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ALL GROUPS WERE EXPOSED TO SAMPLE PRODUCT OF CAPRI, 

OF WHICH THE NAME CAPRI WAS DELETED FROM THE PRODUCT. 

IN ADDITION TO GENERATING NAMES, THERE WERE A NUMBER OF 
COMMENTS RAISED AT THE GROUPS. AMONG THE MOST 
INTERESTING INCLUDED: 



GROUP PARTICIPANTS, WHEN GIVEN A SAMPLE CAPRI, 
WERE QUITE POSITIVE ABOUT THE SIZE AND SHAPE - AND 
GENERATED A NUMBER OF NAMES AIMED AT POSITIONING 
THIS CIGARETTE AS A STYLISH FASHIONABLE CIGARETTE. 


THIS CIGARETTE, GENERALLY, WAS VIEWED AS A 
"HIGH-FASHION" ITEM AND NOT AS "MIDDLE-AMERICAN." 


ALMOST ALL GROUP PARTICIPANTS REGARDED, AND IN 
FACT OFTEN ASSUMED. THAT THIS WAS A FEMALE, 
"VIRGINIA SLIM" TYPE OF CIGARETTE. (THIS IMAGERY 
MAY CHANGE WITH COSMO’S ACTUAL SIZING). 


THE "STYLE" OF THIS CIGARETTE, LEAD TO THE HIGHEST 
PERCENTAGE OF NAMES GENERATED. THEY WERE DESIGNED 
TO CAPTURE THE "IMAGE" BOTH OF THE CIGARETTE 
ITSELF AND THE SMOKER WHO WOULD BUY IT. 


GROUP NAME GENERATION IN REGARD TO THIS CIGARETTE 
AS A "DIET" PRODUCT WAS LESS PRODUCTIVE DUE TO A 
SENSE OF CONTRADICTION VOICED BY PARTICIPANTS OF 
THE "GOOD-FOR-YOU" SPIRIT OF DIETING AS OPPOSED TO 
THE "POSSIBLY-NOT-SO-GOOD- FOR-YOU" WARNINGS IN 
CIGARETTE ADVERTISING. 


PARTICIPANTS WERE GENERALLY NOT WILLING TO 
ACKNOWLEDGE ANY HI-TECH OR SCIENTIFICALLY ADVANCED 
ENGINEERING IN THE NAMING OF COSMOS. 
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COMPUTER DEVELOPMENT: 


IN ADDITION TO CREATIVE GROUPS, EXTENSIVE USE WAS 
MADE OF INTERBRAND PROPRIETARY COMPUTER SOFTWARE 
PROGRAMS, NOMINUS AND NOMEX. 


THE PROGRAMS WHICH WERE INPUTTED INCLUDED: 


PREFIX/SUFFIX COMBINATIONS 
LETTER SPLICING 

LANGUAGE CHECKS AND PRONUNCIATION VERIFICATION IN 
SPECIFIED LANGUAGES, IN ADDITION TO IBC LINGUIST 
REVIEW. 


OTHER CREATIVE: 


IN ADDITION, USE WAS MADE OF INTERBRAND’S CREATIVE 
AND RESEARCH DEPARTMENTS, INTERNATIONAL NAMEBANK, AND 
COPYWRITERS TO DEVELOP SEVERAL THOUSAND NAME 
CANDIDATES. 
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7. 


CONCEPT/NAME DEVELOPMENT: 


AS OUTLINED IN SECTION FOUR (4), WE HAVE FOCUSED OUR 
NAMING EFFORTS IN SUPPORT OF THREE BROAD-BASED 
CONCEPTS. 


7.1. "A LA CAPRI" 


WITHIN THIS CONCEPT WE HAVE FOCUSED OUR NAMING 
EFFORTS ON SUPPORTING THE PERCEIVED BRAND AND USER 
IMAGERY OF TWO ALTERNATIVE NAME STRATEGIES. 
SPECIFICALLY THEY ARE: 


A) A FREESTANDING NAME 

B) A FLANKER FROM VIRGINIA SLIMS 

IN BOTH CASES, ALL NAMING EXPLORATION HAS BEEN 
DIRECTED TOWARD A POSITIONING WHICH ENCOMPASSES STYLE, 
FASHION, FEMININE GENDER - ALL WHICH IS TARGETED TO THE 
"LEADING EDGE" YOUNG FEMALE SMOKER. 
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CARTIER 



IN ORDER TO POTENTIALLY TAKE ADVANTAGE OF THE LONG 
STANDING EQUITY OF THE CARTIER NAME - AND A LICENSING 
AGREEMENT HELD BY PHILIP MORRIS - WE HAVE UNDERGONE A 
QUALITATIVE EXERCISE AIMED AT ACHIEVING A GREATER 
PERSPECTIVE OF THE CARTIER NAME, ITS PERCEIVED IMAGERY, 
AND ITS POTENTIAL "FIT" TO THE PRODUCT. 


WHILE THIS WORK IS BY NO MEANS A DEFINITIVE 
MEASUREMENT, AND WE HIGHLY RECOMMEND FURTHER 
QUANTITATIVE EFFORTS, IT HAS PROVIDED US WITH A GREATER 
"INSIGHT" AS TO THE VALIDITY OF UTILIZING SUCH A 
WELL-KNOWN PROPERTY. 


TO GAIN AN OVERVIEW OF THE CARTIER NAME - ITS PERCEIVED 
MEANING, AWARENESS, AND IMAGERY - WE POSED TWO SIMPLE 
YET MEANINGFUL QUESTIONS TO A SMALL TARGET SAMPLE. 
SPECIFICALLY, THOSE QUESTIONS WERE: 


WHAT DOES THE NAME CARTIER MEAN TO YOU/WHAT IMAGE 
DOES IT PROJECT? 

WHAT IS YOUR OPINION OF THE CARTIER NAME IN 
CONNECTION WITH A CIGARETTE PRODUCT SUCH AS THIS? 


THE PRIMARY PURPOSE OF THESE INQUIRIES HAS BEEN TO 
MEASURE THE OVERALL IMAGE OF THE CARTIER NAME AND ITS 
POTENTIAL FIT TO THE PRODUCT. IT HAS ALSO BEEN 
CONSTRUED TO GAIN AN INSIGHT INTO ANY PARTICULAR 
NEGATIVES THE NAME MAY POSSESS (i.e. TOO UPSCALE). 
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IN ADDITION, PARTICIPANTS HAVE BEEN ASKED TO RANK THE 
CARTIER NAME ALONG WITH OTHER CANDIDATES, AS TO ITS 
SUITABILITY AND PRODUCT FIT. A QUICK MEMORABILITY 
CHECK HAS ALSO BEEN PERFORMED. 


THE OUTCOME OF THIS WORK HAS BEEN, FOR THE MOST PART, 
QUITE POSITIVE TOWARDS THE CARTIER NAME WHEN JUDGED BY 
ITSELF. PARTICIPANTS HAVE GENERALLY VIEWED THE CARTIER 
NAME AS CONNOTING THE FINEST QUALITY - HIGHLY FASHION 
DRIVEN AND STYLISH. COMMENTS HAVE ALSO BEEN MADE 
TOWARD THE EMBODIMENT OF A HIGH LEVEL OF 
SOPHISTICATION. JEWELRY WAS MENTIONED MOST OFTEN. 

IN RELATING THE NAME TO THE PRODUCT, HOWEVER, A 
MAJORITY OF PARTICIPANTS HAVE SEEMED NEGATIVE TO SUCH A 
PREMISE. IN PARTICULAR, CERTAIN AREAS OF CONCERN 
SURFACED FROM SOME PARTICIPANTS, WHO VIEWED CARTIER 
USAGE AS TOO "FADDISH" OR "DESIGNER-LIKE" (i.e. YSL). 
PARTICIPANTS HAVE VIEWED SUCH AN ASSOCIATION AS TOO 
"SNOBBISH/UP SCALE." 

WITH RESPECT TO MEMORABILITY, AN OVERWHELMING 
PERCENTAGE OF PARTICIPANTS HAVE RECALLED THE CARTIER 
NAME WHEN ASKED TO REMEMBER THE 15 OR SO NAMES THEY 
HAVE RANKED. THIS MAY BE ATTRIBUTED, HOWEVER, IN OUR 
OPINION, TO THE LONG-STANDING EXISTENCE OF THE CARTER 
TRADEMARK. 

FOR THE MOST PART, THEREFORE, PARTICIPANTS HAVE REACTED 
NEGATIVELY TO THE CARTIER NAME IN RELATION TO THE 
PRODUCT. IT SEEMS THAT FROM THIS QUALITATIVE RESPONSE, 
THE CARTIER USAGE SHOWS LITTLE, IF ANY PROMISE AS A 
BROAD-BASED NAME FOR TOBACCO PRODUCTS. INSTEAD IT 
SEEMS TO BE QUITE LIMITING IN RELATION TO CONSUMER 
BASE. 
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7.3. 


SQ CI AUY A f C EPXABLE 


WITHIN THIS CONCEPT WE HAVE REVIEWED AND CONDUCTED 
NAME EXPLORATION IN FOUR (4) SEPARATE BRANDING 
STRATEGIES. SPECIFICALLY THEY ARE: 


A) BENSON & HEDGES FLANKERS 

B) BENSON & HEDGES DESCRIPTORS 


WITH RESPECT TO FLANKER CANDIDATES, ALL NAMING 
EFFORTS HAVE BEEN DIRECTED WITHIN THE FRAMEWORK OF THE 
ESTABLISHED B&H PERSONALITY - IN PARTICULAR THE 
QUALITY/ASPIRATIONAL ELEMENTS ASSOCIATED TO THE BRAND. 

ALL DESCRIPTIVE WORK HAS BEEN PERFORMED IN AN EFFORT TO 
CREATE A UNIQUE, DISTINCT FORM DESCRIPTOR. THESE NAMES 
HAVE GENERALLY BEEN IN THE REALM OF ONE TO TWO-WORD 
COMBINATIONS. 

IN BOTH CASES, ALL NAMES HAVE BEEN CREATED UNDER THE 
AUSPICES OF A NEUTRAL GENDER TONALITY. 


C) MERIT LINE EXTENSION 


TO ALIGN WITH MERIT BRAND PERSONALITY, ALL NAMES 
CREATED TO DATE HAVE BEEN DEVELOPED TO SUPPORT A 
"TECHNOLOGICAL BREAKTHROUGH" IN SMOKING/PLEASURE. 

THESE NAMES HAVE BEEN CREATED AS AN EXTENSION TO THE 
MERIT BRAND. 

WE HAVE, HOWEVER, PAID CLOSE ATTENTION TO AVOID NAMES 
WHICH ARE CONSIDERED TO "HI-TECH" - AS THESE NAMES ARE 
PERCEIVED AS PORTRAYING A NEGATIVE TASTE FACTOR 
PROFILE. 

ALL NAMES HAVE ALSO BEEN DEVELOPED WITHIN THE FRAMEWORK 
OF A NEUTRAL GENDER TONALITY. 
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FREESTANDING 


THE SOCIALLY ACCEPTABLE FREESTANDING POSITIONING 
IS INTENDED TO BE PORTRAYED AS A DIET SMOKE - 
EMPHASIZING LESS TOBACCO, LOW TAR, AND LOW 
SIDE-STREAM SMOKE. THIS AGGRESSIVE POSITIONING 
ALLOWS THE POTENTIAL TO OPEN UP A NEW CATEGORY OF 
SMOKING. 

THE FREESTANDING NAME EXPLORATION HAS FOCUSED ON 
NAMES OF NEUTRAL GENDER TONALITY. IT HAS ALSO 
AIMED AT SUPPORTING THE AFOREMENTIONED "DIET 
SMOKE" CONCEPT, AND ITS LESS TOBACCO PROPERTIES. 
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BASED ON THE AFOREMENTIONED BRANDING OBJECTIVES 
AND GOALS, WE HAVE DEVELOPED A NUMBER OF NAMES 
WITHIN EACH OF THE PROPOSED POSITIONINGS. AS 
THESE POSITIONINGS ARE THEMSELVES QUITE DIFFERENT, 
IT’S NO SURPRISE AS TO THE VARYING DEGREE OF 
PERSONALITY THAT CERTAIN NAMES WILL HAVE IN 
SEPARATE POSITIONINGS. WE HAVE, HOWEVER, 

ATTEMPTED TO DEVELOP ALL NAMES WITHIN THE CONTEXT 
OF THE CIGARETTE CATEGORY - PLAYING SPECIAL 
ATTENTION TO EASE OF PRONUNCIATION, SHORT-LENGTH, 
ETC. 
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WE HAVE SELECTED A SHORTLIST OF NAMES IN EACH 
POSITIONING, ALL OF WHICH WE BELIEVE MEET THE BRANDING 
REQUIREMENTS SET FORTH. 


THIS LIST HAS BEEN PRELIMINARILY SCREENED AGAINST THE 
1987 TRADEMARK REGISTER OF THE USA, INTERNATIONAL CLASS 
34/SMOKERS ARTICLES, IN ORDER TO ELIMINATE THOSE NAMES 
WHICH SHOW CURRENT IDENTICAL OR NEAR-IDENTICAL FEDERAL 
REGISTRATIONS. 


IN CERTAIN INSTANCES, FOR EXAMPLE WHERE VERY OLD 
REGISTRATIONS ARE SHOWN, OR WHERE WE FEEL THE NAME IS A 
PARTICULARLY STRONG CANDIDATE, SUCH NAMES HAVE BEEN 
INCLUDED SEPARATELY SHOULD YOU WISH FURTHER LEGAL 
PURSUIT. 


THE FOLLOWING SHORTLIST INCLUDES THOSE NAMES THAT WE 
FEEL BEST MEET THE BRANDING DIRECTION, FOR EACH 
POSITIONING. 
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******************************************* 


INTERBRAND’S 

TOP 24 NAMES 


********************************************* 


THE FOLLOWING REPRESENTS, IN NO PARTICULAR ORDER, 
INTERBRAND’S TOP RECOMMENDATIONS FOR PROJECT COSMO. 
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TWO SYLLABLES FORMING ONE SMOOTH WORD. A NAME 
HEARD AT ANY FINE PERFORMANCE. APPLAUSE. 
CELEBRATION. DEMAND FOR MORE. 


(ENCORE) PHILIP MORRIS ’74 
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FOLIO 


A STYLISH NAME FOR A STYLISH CIGARETTE. SLEEK. 
LONG. TRENDY. A SPECIAL FORMAT. EXCITING. 
MODERN. SMART. 


- 22 - 




Source: https://www.industrydocuments.ucsf.edu/docs/mhblOOOO 


2023739295 




PLAZA 


A PLACE TO BE SEEN - WITH A CIGARETTE TO BE SEEN 
WITH. LONG. CLEAR. LEAN. AN OASIS IN THE 
LANDSCAPE. A FRESH PERSPECTIVE. AN ASSOCIATION 
WITH THE FINEST PLACES. CITIES. HOTELS. 

THEATRES. 


(PLAZA) PHILIP MORRIS ’68 
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FRESCO 


PICTURESQUE. COOL. COLORFUL. INVITING. THE 
PERFECT PICTURE OF THE MODERN WOMAN. DIRECTLY 
FROM THE ITALIAN FOR FRESH. EUROPEAN. CULTURED. 
SOPHISTICATED. 
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BELLA 


BY VIRGINIA SLIMS 


DIRECTLY FROM THE ITALIAN, IT IS THE WORD FOR 
"BEAUTIFUL." IT IS CONTINENTAL. THE EUROPEAN 
PERSPECTIVE. AN ETERNAL ATTITUDE. PURE. 
GORGEOUS. STUNNING. LOVELY. 
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BY VIRGINIA SLIMS 


FROM FRENCH "FOR BUSINESS." FOR THE WOMAN WHO 
MEANS BUSINESS. ESPECIALLY IN THE MATTER OF 
PASSION. WITH PURPOSE AS THIN AS AIR. LIGHT. 
FRIVOLOUS. 
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SULTRA 


BY VIRGINIA SLIMS 


BEAUTIFUL, STUNNING. COMBINES "SULTRY" AND 
"ULTRA". WILD. FRESH. ALIVE. THE ULTIMATE 
CIGARETTE, FOR THE ULTIMATE WOMAN. 
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ELAN 

BY VIRGINIA SLIMS 


MEANING "RUSH" OR "HIGH SPIRITS" IN FRENCH. TO 
SPRING UP WITH VITALITY AND ENTHUSIASM. 
BEAUTIFUL. 
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BENSON & HEDGES FLANKERS 
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VOYAGER 


BY BENSON & HEDGES 


TRAVEL. EXPLORATION. ALL THE RIGHT STUFF. A 
BOLD NAME FOR A DARING CIGARETTE. A NAME WITH 
PANACHE. STYLE. MYSTERY. A NAME THAT DEMANDS 
RESPECT. 
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ENTRY 


BY BENSON & HEDGES 


GETTING IN. PASSING THE TEST. SOCIAL APPROVAL. 
ONLY FIVE LETTERS, TWO SYLLABLES. GRAPHICALLY 
CLEAN AND LIGHT. A LITERAL REPRESENTATION OF 
STRATEGY. SIMPLE. SHORT. PROMISING. 
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INVITATIONS 


BY BENSON & HEDGES 
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BY BENSON & HEDGES 


ULTRA POSITIVE. THE ONE WORD WE ALL STRIVE TO 
HEAR. A SINGLE SYLLABLE. ONLY THREE LETTERS - 
ALL ELEGANT CHARACTERS. A NAME THAT CELEBRATES 
ACCEPTABILITY. AFFIRMATIVE. FUNCTIONAL. TOTAL. 
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BENSON & HEDGES 


ULTRA SLIMS 


A NAME THAT SAYS IT ALL. ULTRA SLIMS 
INSTANTLY BRINGS TO MIND AN UNUSUALLY THIN 
MODERN CIGARETTE. WORKS WELL WITH THE BENSON & 
HEDGES NAME. EASY TO ASK FOR, SAY AND REMEMBER. 
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BENSON & 


HEDGES 


PROFILES 


REPRESENTING SHAPE. OUTLINE. VIEW. A GRAPHIC 
DESCRIPTOR OF AN IMAGE - A SLIGHT SHARP IMAGE. A 
SOFT WORD, EASY TO SAY. INTELLIGENT. RHYTHMIC. 
SIGNIFICANT. 


(PROFILE) PHILIP MORRIS ’68 
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BENSON 



& HEDGES 


CONTOURS 


A PARTICULARLY SMOOTH DESCRIPTOR. CHIC. 
CONSTRUCTED. FIRM.. A WORD THAT CONNOTES THE 
SPIRIT OF SHAPE. SMOOTH. CLEAN. DISCIPLINED. 
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MERIT LINE 
EXTENSION 
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MERIT 


ACCESS 


AN OPEN DOOR - PLAIN AND SIMPLE. FREEDOM. 
ACCEPTANCE. WELCOMED. COMMANDING. A WORD WITH 
SYMMETRY AND SIMPLICITY. DOUBLE CURSIVE 
CHARACTERS. SINGLE STRAIGHT LINE CHARACTERS. A 
NAME THAT COMMUNICATES STRENGTH. MOVEMENT. 
SUCCESS. 
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MERIT 


MILLENNIA 


FUTURISTIC AND BOLD. ALLITERATION - MERIT 
MILLENNIA. RECOGNIZABLE SOUND. SOMEWHAT 
UPSCALE AND MODERN, MILLENNIA SUGGESTS A 
BREAKTHROUGH IDEA IN SMOKING. DYNAMIC AND 
DIFFERENT. 
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MERIT 


H E R O S 


ADORED. WELCOMED. HONORED. A SPIRITED NAME 
FOR A BRAVE CIGARETTE. A NAME THAT OFFERS 
COURAGE. AUDACITY. VISABILITY. 


(HERO) PHILIP MORRIS ’51 
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MERIT 

ACCORD 


ONLY TWO SYLLABLES SPELLING OUT TRUE HARMONY. A 
WORD WITH FORMALITY. A NAME WITH GENEROSITY. 
SIMPLE. UNDERSTANDABLE. DEFINITE. 


(ACCORD) BENSON & HEDGES, CANADA ’84 
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■1 


FREESTANDING 
DIET NAMES 
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IOTA 


AN AMERICAN WORD. (AND THE GREEK LETTER FOR 
"I"). IN EVERY CORNER OF THE COUNTRY IT MEANS 
LESS. A JOT. A BIT. A TAD. IT’S A SIMPLE WORD 
AND PARTICULARLY GRAPHIC - ALL STRAIGHT LINES AND 
A CIRCLE. IT’S KNOWN. APPRECIATED. USED. 
MEANINGFUL. 


(IOTA) GENERAL CIGAR ’74 
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LEANS 


THE GENERIC DESCRIPTOR FOR A NEW CATEGORY. THE 
STRAIGHT FORWARD NAME FOR THE FIRST DIET 
CIGARETTE. IT DESCRIBES BOTH SHAPE - AND SPIRIT. 
THIN. SMART. STYLISH. 
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TRIFLES 


IT’S A TRICK, SAYS THE FRENCH. TO INDULGE 
WITHOUT INDULGING. AN AMUSING LITTLE TREAT. A 
SLIGHT DESSERT. NOTHING AT ALL, REALLY! 
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LTD 


NOT TOO MUCH OF A GOOD THING. JUST THE RIGHT 
SIZE. MEASURED. CONTAINED. THOUGHT OUT. AND 
THE INITIALS DENOTE SOMETHING SPECIAL. A CERTAIN 
QUALITY. AN UNUSUAL EXTRA. IN THIS CASE - LESS 
IS MORE. AND LESS IS BETTER. 


(LIMITED EDITION) PHILIP MORRIS ’68 
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PROJECT COSMO - TOP NAMES 


FREESTANDING 

ENCORE 

FOLIO 

PLAZA 

FRESCO 

BENSON & HEDGES FLANKERS 

VOYAGER 

ENTRY 

INVITATION 

YES 


VIRGINIA SLIMS 

BELLA 

A’FAIRES 

SULTRA 

ELAN 

BENSON & HEDGES DESCRIPTORS 

ULTRA SLIMS 
PROFILES 
CONTOURS 
SLENDERS 


MERIT LINE EXTENSION 

ACCESS 

MILLENNIA 

HEROS 

ACCORD 


FREESTANDING - DIET 

IOTA 

LEANS 

TRIFLES 

LTD 
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NAMES LIKED WHICH SHOW CURRENT REGISTRATION: 


DASH 

STUDIO 

DESIGN 

SIGNATURE 

SAVVY 

COUTURE 

NIGHTS 

VIVA 

MODO 

FEMINA 

FAMEUX 

ARTS 

SENZA 

POINTS 

DELICATES 

SUCCES 

TECHS 

FUTURES 

FORMA 

VISIONS 

CASTLES 

COMMAND 

ARDENTA 

OPTIMA 

MAXINE 

SKINNIES 

SIGNA 

ADVENT 

ESCAPADES 

ACCLAIM 

Q 

QUEST 

GENEVA 

MARQUIS 

REGATTA 

MODELS 

FLINGS 

STANDARDS 

QUALITIES 

MINUS 

HI-LITE 


AMERICAN BRANDS ’74 
STUDIO IMPORTS ’82 
(DESIGNER PACK) LIGGET ’69 
LAURUS BROS. (NO DATE) 

LIGGET ’86 

(JACQUES COURNER) REGIS ’72 

(NIGHT LIGHTS) R.J. REYNOLDS ’76 

GENERAL CIGAR ’68 

(MODU) BAYLIS INDUSTRIES ’78 

(LA FEMME) GENERAL CIGAR ’69 

(FAMOUS VALUE) AXTON-FISHER ”57 

(ARTE MEDICI) MULTI-GESELLSCHAFT FUR ’82 

(SENSE) LOEW’S THREATERS ’75 

R.J. REYNOLDS ’76 

(DELEGATE) R.J. REYNOLDS ’74 

SCHIMMELPENNINCK SIGARENFABR 

(TECHNO) K. OGAWA ’84 

(FUTURA) LA PRIMADORA CIGAR ’63 

(FORME CASA) FRATELLI GUZZINI ’86 

BROWN & WILLIAMSON ’76 

(NUMEROUS CASTLES) 

(COMMAND PERFORMANCE) GENERAL CIGAR 

ARDATH TOBACCO CO. ’83 

(OPTIMO) UNIVERSAL CIGAR ’65 

(MAXUM) R.J. REYNOLDS ’68 

(SKINS) OLYMPIAN CIGAR ’68 

NEWMAN BROTHERS ’68 

(ADVENTURE) R.J. REYNOLDS ’78 

GENERAL CIGAR CO. ’70 

R.J. REYNOLDS ’82 

LIGGITT GROUP INC. ’85 

LIGGITT & MYERS ’70 

BROWN & WILLIAMSON ’86 

(MARQUEE) R.J. REYNOLDS ’75 

R.J. REYNOLDS ’68 

U.S. TOBACCO ’49 

R.J. REYNOLDS ’70 

U.S. TOBACCO ’49 

(QUALITY KING) LIGGET GROUP ’86 
R.J. REYNOLDS ’74 
JAPAN TOBACCO ’76 


65 
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TWEENS 

(TWEENIES) ROTHMAN’S ’68 

BREVI 

(BREVIT) RJ. REYNOLDS ’68 

TOKA 

(TOKAI) TOKAI OF AMERICA ’85 

NIX 

RJ. REYNOLDS ’76 

STELLA 

DOLAM PRODUCTIONS ’68 

SPINS 

(SPINNAKER) WALLY FRANK ’66 

GEMS 

H.C. COOK ’55 

FREEMONT 

BROWN & WILLIAMSON ’83 

REGENT 

RIGGIO TOBACCO ’55 

DOMINION 

CASA DOMINICA ’86 

GOVENOR 

D. MAX BURNS ’85 

DORIES 

(DORAL) RJ. REYNOLDS ’82 

TRIMS 

RJ. REYNOLDS ’68 

VOGUE 

STEPHANO ’56 

DEBONARI 

S.M. FRANK & CO. ’65 

HAVATAMPA CIGAR CORP. ’67 

STIX 

(STICK) ETABLISSEMENT GENOUD & CIE ’67 

WHISPER 

R.J. REYNOLDS ’77 

ELITE 

SM FRANK & CO ’65 

(ELITES) AQUAFILTER CORP. ’82 

VENTURA 

(VENTURI) VENTURI INC. ’81 

SILVAN 

(SILVA) AMERICAN BRANDS ’71 

KIKI 

(KIKO) TANGANYIKA MEERSCHAUM CORP. ’72 

ZARA 

R.J. REYNOLDS ’71 

QUOTA 

LIGGETT & MYERS, INC. ’70 

FUTURA 

LA PRIMADORA CIGAR CORP. ’63 

WINKS 

(WINGS) BROWN & WILLIAMSON ’63 

WRIGHTS 

(JUDGE WRIGHT) N&W CIGAR ’57 
(JOHN WRIGHT) BASCO ’85 

PRIX 

(GRAND PRIX) PICCADILLY LUNEUR ONE ’64 
(GRAND PRIX) LIGGET ’87 

PIPELETTE 

PARK LANE ASSOC. ’85 

MARY LOU 

(MARY LOU) BAT ’81 

TRIM 

R.J. REYNOLDS ’68 

FINES 

(FINE 120) SERVICE D EXP. ’81 

AVANTI 

CONTINENTAL CIGAR ’85 

EVENING 

(EVENING HOURS) LANE LTD ’67 

ASTOR 

REEMTSHA CIGARETTENFABRIKEN GMBH ’85 

BEACON 

R.J. REYNOLDS ’69 

STRATTON 

(STRATER’S) R.J. REYNOLDS ’69 
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